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1 INTRODUCTION 
Nowadays the phenomenon shows that companies 
which implement the environmentally friendly 
principle have better business continuity (Earthshare 
2012). As an institution which is responsible for 
education in the future, a university is responsible 
for teaching the environmentally friendly lifestyle. 
Eco campus is a campus as part of city ecosystem 
and it should have an environment that is 
comfortable, clean and also support the 
environmental preservation in the neighborhood 
(Nasoetion 2009). In the context of eco-campus, the 
canteen is one of the locations which should be 
concerned in order to enable making an 
environmentally friendly canteen that provides 
healthy meals.  Paying high attention on the eco-
campus, the University of Surabaya (UBAYA) as 
one of the leading universities in Indonesia 
established an environmentally friendly canteen 
namely Keluwih canteen. The canteen began to 
apply the green canteen concept in 2004. The 
concept is applied in a simple way by sorting out 
food waste into three different recycling bins of a 
blue bin for plastic waste, a yellow bin for paper 
waste, and a green bin for leftover foods. Tables and 
walls of the canteen were also designed with codes 
to introduce healthy and environmentally friendly 
lifestyle. The capacity of the canteen is 184 chairs 
for the ground floor while the upper ground floor has 
almost the same numbers of chairs but with different 
design and layout. 
Keluwih canteen is situated in two different 
locations. The first one is nearby the Faculty of 
Business and Economics, while the second one is on 
the first floor of Faculty of Medicine. The second 
Keluwih canteen was opened and started to operate 
in 2016. 
In making a decision where to eat, consumers 
really consider the restaurant image and choose 
restaurants which have a positive image (Namkung 
& Jang 2013). The previous research showed that 
the environmentally friendly practice in a restaurant 
(green restaurant) affects brand equity (Namkung & 
Jang 2013), however, the research about the impact 
of environmentally friendly activities on the 
consumers’ choice is still few (Namkung & Jang 
2013). 
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The research problem; Do the perception of the 
green practice and the green image of Keluwih 
canteen influence the behavior of consumers towards 
Keluwih canteen in UBAYA?  
The environmentally friendly practices have been 
long considered as an important component of 
company reputation and the core elements of 
company image (Miles & Covin 2000, Schwaiger 
2004). The environmentally friendly image can be 
expressed as a prominent point of environmentally 
friendly attributes of a certain restaurant. Customer 
perception of the environmentally friendly image of 
a restaurant can be measured from the 
environmentally friendly practices which are 
important for the evaluation of greenness restaurant 
(Bloemer & de Ruyter 1998). According to Ajzen & 
Fishbein (2000), customer behavior is determined by 
the value and faith which is subjective related to the 
restaurants. 
Chen (2008) showed the positive relationship 
between green practices and green images. 
Namkung & Jang (2013) proved that restaurants’ 
green practices positively influence the brand image 
of environmentally friendly restaurants and the 
behavioral intention of environmentally friendly 
customers. 
Chen (2010), Jeong et al. (2014) stated that 
customers who recognize the serious needs of 
ecological problems tend to appreciate restaurant’s 
efforts to implement eco-friendly practices which 
will form customers’ strong perception on greenness 
restaurant. 
On the other hand, this matter directly produces a 
positive impression on the entire restaurant and 
helps customers to form positive behavior towards 
the restaurant. 
The purpose of this research is to examine the 
relationship between customers’ perceived green 
practices, perceived green image of a canteen, and 
attitudes of Keluwih canteen customers and identify 
the key green practices that influence customers’ 
perceptions of a canteen’s green image.   
These are three hypotheses to test: 
 
H1. The customers’ perception of the green practice 
has a significant positive impact on perception 
towards the green image of Keluwih canteen in 
UBAYA. 
H2. The customers’ perception of the green practice 
has a significant positive influence towards the 
behavior of consumers of Keluwih canteen in 
UBAYA. 
H3. The customers’ perception of the green image 
has a significant positive influence on the 
behavior towards Keluwih canteen in UBAYA. 
2 RESEARCH METHODS 
This research used a quantitative approach with 
confirmation, including an observation on social 
reality, building hypotheses based on available 
theories, and collecting accurate data to test 
hypotheses. The result of hypothesis testing led to 
confirmation or development of the theory in the 
future (Saunders et al. 2009, Neuman 2011). There 
are 4 variables: perception variable of the green 
practice (PPRL) that serves as free variable; 
perception variable of the green image (PCRL) that 
serves as media variable; perception variable of the 
effectiveness of the green behavior (PKRL) that 
serves as moderation variable, and consumer 
behavior variable (SK) that serves as bound variable. 
According to Cozby & Bates (2012), purposive 
sampling is one of the forms in non-probability 
sampling which aims to gain samples or respondents 
from individuals who are suitable with the criteria 
set by the authors. 
The authors also specified the characteristics of 
respondents were the consumers of Keluwih canteen 
for the last 6 months; regularly buy meals in 
Keluwih canteen UBAYA in the last one month; 
have a minimum educational background of high 
school, and reside in Surabaya. The samples were 
200 respondents. 
The data analysis was conducted by using 
Structural Equation Modeling (SEM) with AMOS. 
The estimation used Maximum Likelihood (ML). 
3 RESULTS AND DISCUSSIONS 
The spreading of data respondents are based on 
gender. Female respondents are 56.6 % and male 
respondents are    43.5 %. 
The analysis of measurement model is conducted 
by using Confirmatory Factor Analysis (CFA), the 
early stage of CFA has the value of  Goodness-Of-
Fit (GOF) which fulfill the suitable criteria(χ2/df = 
1.586, RMSEA = 0.054, GFI = 0.898, TLI = 0.941, 
and CFI = 0.950). 
The result of structural model without moderation is 
shown in figure 1. 
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Figure 1. Structural Model 
aThe value of standardized estimate. The insignificant structural 
relationship is described by dotted lines.   
             *p ≤ 0.1 
           **p ≤ 0.05 
         ***p ≤ 0.001 
 
Out of three hypotheses tested using structural 
model, only the second hypothesis is not supported. 
It indicates that there is a positive influence of PGP 
on behavior through media variable PGI. The 
positive influence of PGP on ATT is directly 
unsupported by empirical data. 
 
Table 1. Hypotheses test 
The  
relationship  
of 
Structural 
construct 
Standardized 
Estimation 
Value 
 
Critical 
 Ratio 
P-
value 
Information 
PGPPGI 0.920 6.958 *** 
H1 
supported 
PGPATT 0.090 0.278 0.781 
H2 
unsupported 
PGIATT 0.595 1.852 0.064 
H3 
supported 
***coefficient is significant on P-value < 0.001 
 
In line with the research of Jeong et al. (2014), the 
green practices do not influence the behavior (ATT) 
towards Keluwih canteen. The green image of 
Keluwih canteen is media variable between green 
practices and the consumer behavior of the canteen. 
Therefore, promotion effort or advertisement by 
Keluwih canteen is needed, so there will be more 
positive consumer behavior towards green practices 
in Keluwih canteen. 
4 CONCLUSIONS  
The conclusions of this research are: (1). The 
customers’ perception of the green practices has a 
significant positive influence on image perception of 
Keluwih canteen, (2). The customers’ perception of 
the green practices has no significant positive 
influence on consumers’ behavior of Keluwih 
canteen, and (3). The customers’ perception of the 
green image has a significant positive influence on 
the behavior towards Keluwih canteen in UBAYA. 
The research implication is that green practices 
implemented by Keluwih canteen management 
UBAYA (ATT) should be more consistent and 
sincere. The three different recycling bins to sort out 
food waste; the practice of using the 
environmentally friendly material for packaging, and 
the energy-saving practice using the LED lamp or 
solar energy should be consistently applied by the 
Keluwih canteen with more consistent food waste 
management. When collecting the food waste to the 
final disposal, it should be kept separate where 
plastic and paper waste can be recycled and the 
leftover food waste can be reused for compost and 
another usage. 
Further research is needed to find out 
generalizations of this research model, especially 
with the eating venue set in a public area and more 
diverse respondents. Keluwih canteen was 
established with the green concept and considering 
its location on the campus, the customers are mostly 
students and lecturers. In this condition, the level of 
educational background and age range are 
homogeneous. This research model should be tested 
in a broader context with more diverse respondents. 
For further research, it is planned to be done in a 
broader scope until the national level. Moreover, it is 
necessary to include purchase intention considering 
intention is a behavioral predictor. This study only 
stops to the attitude variable, so it needs to be further 
studied to the purchasing intention variable as 
studied by Ajzen & Fishbein (2000) and Kwun 
(2011). 
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